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ABSTRACT 


The present study made an attempt to analyze the fast food purchase behavior of residents of the Capital city of Uttar Pradesh, Lucknow while eating at foreign fast 
food joints like McDonalds, KFC, Pizza Hut etc. All the respondents were well aware of the foreign fast-food brands and 96% of them have visited these at least once in 
their lifetime. Low income and lack of interest in Fast food were the major reasons behind non-consumption at these outlets. Average Purchase of Fast Food was found 
to be highest in higher Income groups .Average per capita expenditure on Fast food was found to be directly proportional to household income. It was also observed 


that youngsters were amongst the major patrons at these fast food joints. 
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INTRODUCTION: 

India is a diverse nation having 28 different states and 7 union territories, each 
with a different language, spoken with a different dialect. Food diversity is also 
an implicit characteristic of India’s diversified culture. Eating at home remains 
very much ingrained in Indian culture and changes in eating habits are very slow 
moving, with barriers to eating out entrenched in certain sectors of Indian soci- 
ety. Eating out was initially not accepted in the Indian society. With time, grow- 
ing nuclear families, particularly in urban India, exposure to global media and 
Western cuisine and an increasing number of working women have had an 
impact on eating out trends. 


Initially these fast food outlets faced protests and non-acceptance from Indian 
consumers. It was a well-believed notion that these outlets only serve chicken 
and other non-vegetarian items and not vegetarian meals. In addition to this fast 
food was considered as a foreign meal and hence perceived to be very expensive 
besides being out-of-the-way from an Indian culture point of view. Fast food out- 
lets had to put in enormous efforts to Indianize their menu to gain confidence 
among Indian consumers. They also brought about changes in the way they pre- 
pared certain items thus adapting themselves as per the Indian food requirement 
and hence started growing in India. It Is gaining acceptance primarily from the 
Indian youth and the younger generations and is becoming a part of their daily 
life. 


Today India sees a rapid expansion in the fast food industry with the entry of mul- 
tinational fast food players like McDonalds and Pizza Hut. Indian consumers are 
also increasingly spending large sums, eating out with family and friends on 
weekends and holidays, churning up a huge appetite for the global quick service 
restaurant (QSR) and casual dining restaurant (CDR) business. 


Young and old be seen devouring billions of dollars worth of at shopping malls, 
multiplex complexes, metro stations, highway eateries and even in office 
blocks, asthe ‘eating out' culture spreads across urban India. As a result, the fast 
food industry is growing at arate of 40% annually. 


The fast food or QSR, format took off in India about 15 years ago with the arrival 
of multinational players McDonald's, KFC, Domino’s Pizza and Pizza Hut. In 
the year 1990 Wimpy was the first the first foreign fast-food chain in India to 
open its outlet in Connaught Place, Delhi. In a landmark policy reform famously 
known as the Liberalization Privatization and Globalization (LPG), the same 
year, Indian Government had opened its doors to the world in a bid to make our 
markets more global and inclusive, and the Indian players more competitive. 
Many more are vying to enter with major expansion plan. Indian food consump- 
tion will accelerate significantly over the next decade due to the following fac- 
tors: 


a. Favorable demographics 
b. Increase in income and consumption levels 
c. Lifestyle changes 


d. Rising number of working women 


e. Urbanization 


The consumption of fast food in India began from metropolitan cities as most of 
the multinational fast food chains began opening their outlets in cities like Delhi, 
Mumbai, and Bangalore etc. Recently even Tier-2 and Tier-3 cities are witness- 
ing this gastronomic revolution, much to the delight of QSR and CDR Majors. 
The growth of the fast food industry has driven many researchers to study fast 
food purchase behavior among Indians. 


Purpose of the Study: 
To analyze the factors affecting Consumer Behavior while purchasing Fast food 
from Foreign Fast Food Chains in India. 


Scope of the Study: 
Due to constraint of time and resources the study is limited to the capital city of 
Uttar Pradesh, Lucknow. 


LITERATURE REVIEW: 

Retailing in India is growing and large number of big Indian players like 
Ambanis, Tatas, Birlas, Sunil Bharti Mittal, K Raheja, RPG, Kishore Biyani and 
many more are competing with each other and with the government’s positive 
node on liberalizing FDI norms for foreign players the competition in Indian 
retail is going to be intense in the near future. This growing scenario in the retail 
market will surely open the doors for opportunities in various aspects 


Major Fast Food Retailers in Uttar Pradesh (U.P.) 
The following is a list of notable restaurant chains in India, including fast food 
and casual dining restaurant chains. 


Indian International / Foreign 
¢ Barbeque Nation ¢ Baskin-Robbins 

¢ Barista Lavazza ¢ Burger King 

¢  Bikanervala * Chili's 

* Creambell * Costa Coffee 

¢  Faaso's ¢ Domino's Pizza 

¢  Goli Vada Pav ¢ Dunkin’ Donuts 

¢  Haldiram's * KFC 

* Café Coffee Day ¢ McDonald's 

¢ Indian Coffee House ¢ Pizza Hut 


International fast food Retailing Scenario in India 

According to an article published online in the website www.tecnovaglobal.com, 
on the topic of ‘International fast food joints expand in India’, which stated that 
various companies including international and domestic players are now making 
an entry into quick service restaurants — QSR — space. This has given rise to wid- 
ening of the market due to increasing disposable income of the middle class, 
rapid urbanization in the country and influence of western food among the young 
audience. As per Assocham, QSR sector in the country has been growing at a 
CAGR of 25 per cent and might touch a figure of USD 3.7 billion by the year 
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2020 from the current USD 1.3 billion. 
(Source: http://www.thehindu.com/business/Industry/quick-service- 
restaurants-market-may-reach-rs25000cr/article7800597.ece) 


Review of Previous Researches Related to Consumer Behavior Regarding 
Fast Food: 

Cullen (1994) in his research, described that the economic evolution of eating out 
is leading to- 


¢ Increased frequency of eating, 
* Culture of fast food and snacking, 
* Giving more importance to convenience and eating out behavior. 


Christopher (1994) in his research has analyzed the significance of fusion cui- 
sines in the future. The food of tomorrow will include- 


¢ International dishes and fusion cuisines, 

¢ Blending many national cuisines. 

¢ Kitchens will disappear from many homes in the future and 

¢ Theconcept of purchasing food, with no wish to cook food at all will come. 


* Food expenditure has significantly increased on eating out. (Clauson, 
Annette, 1995) 


Huang and Howarth (1996) in their research, urbanization will result in changes 
in tastes and lifestyles backed by urban living will significantly impact food 
demand and consumption patterns. 


Padmanabhan (1999) conducted study on brand loyalty, which revealed that the 
price of the preferred brand, efficiency of the preferred brand and influ- 
ence of advertisement significantly influenced the brand loyalty. Only when 
the price of a particular brand is comparatively low, the farmers would naturally 
prefer to low priced brand. Otherwise farmers would naturally continue to pur- 
chase the same brand. 


Brown et al. (2000) reported that the food preferences of young consumers are 
often of a ‘fast food’ type and consequently the food habits of many young con- 
sumers may fuel the consumption of poorly nutritionally balanced meals. While 
young consumers were aware of healthy eating, their food preference behaviour 
did not always appear to reflect such knowledge, particularly within the school 
and social environments. 


Schiffman, Kanuk & Leslie. (2008) ‘The term consumer behavior is defined as 
the behavior that consumers display in searching for, purchasing, using, evaluat- 
ing, and disposing of products and services that they expect will satisfy their 
needs’. 


Freda J Swaminathan, Vina Vani, (2008) — ‘Consumer attitudes color growth of 
malls’, this paper studies growth of malls in India. The research recognizes that 
in an economy where organized retailing plays important role in boosting 
consumptions expenditure. There is need to understand consumer attitude 
towards these malls. Consumer attitude towards these malls would influence 
kind of offerings and experience retailers need to come up with. The research is 
limited to Delhi NCR region and provides directions regarding the winning retail 
formats tomorrow. It brings out the result that mall have affected consumer shop- 
ping and entertainment behaviour. 


Surajith and Bilab (2009) have observed in their study that education has no sig- 
nificant influence on a consumer’s exploratory tendencies of brand switching, 
innovativeness in shopping. They found that one’s education does not justify 
appropriately one’s psychological set up. Again they found that the income level 
of the customers has no influence on shopping exploratory tendencies such as 
brand switching and innovativeness. 


Glenn. B.Voss, Andrea Godfrey &Kathleen Seiders (2010) have described that 
customer satisfaction has no effect under certain circumstances. In their study the 
authors developed a framework for understanding the complex relationships 
among satisfaction, moderating variables, and repurchases. They propose that 
the satisfaction-repurchase link is subject to complementary and substitute effect 
and present satiation and inertia as key theoretical mechanisms that explain and 
predict those effects. Telyhe findings offer new theoretical insights and substan- 
tive guidance for managers to effectively allocate resources to initiatives that 
complement or substitute for customer satisfaction. 


Andez George (2010) revealed that studying consumer behavior enables market- 
ing firms and manufacturing firms to realize more about the consumer decision 
making process and helps to design marketing strategies and promotional mes- 
sages that will influence consumers effectively. 


E-ISSN No: 2454-9916 | Volume: 5 | Issue: 4 | April 2019 


Report (2015) by Vaishali Gauba, ‘India's fast-food industry is becoming a major 
market’, Published Thu, 2 April 2015. 
(Source: https://www.cnbce.com/2015/04/02/indias-fast-food-industry.html) 


Report said that India's fast-food industry was expected to double in size between 
2013 and 2016, to $1.12 billion, according to the Economist Intelligence Unit. 
And demographic trends mean it could become the next mega-market for inter- 
national fast food players. India's population stands at 1.2 billion, but it has only a 
little over 2,700 chain fast food outlets, leaving most people unreached, accord- 
ing to Euromonitor International. Fast food has yet to broadly expand beyond the 
largest cities. India also has a new prime minister, Mr. Narendra Modi, who has 
been a vocal advocate of increased foreign direct investment. 


Database and Research Methodology: 

Exploratory research design has been used in the present study. This design helps 
in identifying the factors that affect the mindset of individuals when they visit an 
international fast food chain. The factors that were identified and studied are men- 
tioned below. 


Table 1. List of Factors affecting Consumer behavior 





Factor Group | Factor RET TAVETIITS 
_ Personal Factors Leisure Ly 2a |S: 4 5 
(Use) Time constraint il || 8 4 5) 
Social/Professional meetings 1 2 3 4 5 
. Motivation ee ese zt 5) 

Psychological SS 

Factors Perception 1 | 2 | 3 4 5 
(Internal factor) Learning |e | 4 5 
Consumer Attitude UD E25 || eS | 4: 5 
Social Factors Peer Pressure 28S 5 
EU els 3) Living Standard i ee eee ee 
Social Status 2 ae. 4 5 





A descriptive survey was undertaken to determine the perceptual importance of 
these factors in the minds of the customers. The primary research was conducted 
through a structured close-ended questionnaire. 


The questionnaire also contained demographics along with the perpetual impor- 
tance of the above-mentioned factors. 


Table 2. Demographics of the Respondents (n=150) 


SS) Valid | Frequency | Valid Percent 


nae Men | 88 58.66 
Women 62 41.33 
10-25 Yrs 2 48 
Age 26-40 Yrs 49 33 
40-55 Yrs 18 12 | 
56 Yrs & Above | ll 7 
Student 90 60 
Occupation Service 42 28 
Business 18 12 
Below 1 Lac p.a. 38 25.33 
Uae iSitaepal) Pease] 42 
Above 5Lacp.a. | 49 | 32.66 


A random sample of 150 people in the Lucknow region was surveyed with the 
help of the Questionnaire. Keeping in view the research problem, these respon- 
dents were randomly picked from various shopping malls and Corporate houses 
located in Lucknow. 


Data Analysis and Findings: 

Psychological factors that Influence Consumer Behavior: 

Psychological factors are those factors that affect the consumer's thought pro- 
cesses. It comprises of perception, motivation, Learning and capacities, attitude 
and personality of the consumer. It is the process of analysis and selection of the 
human mind. 


Motivation is the inner force that inspires the consumer to act while making a pur- 
chase. The level of motivation impacts the consumer buying behavior too. 
Human beings have different types of needs be it physiological, biological or 
social. Some of these are more pressing while others are not as strong and press- 
ing. In such scenario, need becomes motive when it presses the individual 
towards seeking satisfaction. 
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Perception determines what an individual feels about a particular product or ser- 
vice. How a consumer decides what they would buy is heavily influenced by 
their perception. It indicates how the consumer has created his own world out- 
look where the reflection of the complexity of objects, visions, situations and 
events in conscience does not take place by a direct effect on sensory organs. 


Attitude can be defined as a feeling, an assessment ofan object or idea and the ten- 
dency to act in a certain way toward that object. Attitudes allow the individual to 


develop a rational behavior against a class of similar objects or ideas. 


Attitude affects consumers in three dimensions: 
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1. By exploration, which comprises conscious mental activity, 


2. By impressions that characterize the consumer's emotional attitude towards 
fast food purchase, 


3. By commitment that characterizes the realization of the consumer's planned 
action or behavior model. 


Learning comes only through experience. A person gets to know a product only 
once he starts using it. Ifhe/she is satisfied with the product, he will be inclined to 
purchase the same again. 





| Table 3. Psychological Factors Affecting Consumer Behavior 























Motivation Perception Learning Consumer Attitude 
Frequency | Valid Percent Frequency Valid Percent Frequency Valid Percent Frequency Valid Percent 
1 39 26 Zl 14 12 8 | 47 Sills} 
2 27 18 2 | 18 24 | 16 | ae 18 
ee ee ee ee ee el ee eS I ees 
4 21 14 36 24 38 25.28 18 12 
5) 15 10 48 | ay 56 | 37/33 | 44 | DOSS) i 
Total 150 100 150 | 100 150 | 100 | 150 | 100 ; 




















While Analyzing results of the survey about motivation as a Psychological Fac- 
tor influencing consumer's decision while purchasing Fast Food from a Interna- 
tional Fast Food Chain, the researcher concluded that motivation did not affect 
the decision of 39 respondents (26% of the cases), however for 15 respondents 
(10% of the cases) motivation was an important factor which affected the con- 
sumer's decision while purchasing fast food from an International Fast Food 
Chain in India. 


While Analyzing results of the survey about perception as a Psychological Factor 
influencing consumer's decision while purchasing Fast Food from a Interna- 
tional Fast Food Chain, the researcher concluded that perception did not affect 
the decision of 21 respondents (14% of the cases), however for 48 respondents 
(32% of the cases) perception was an important factor which affected the con- 
sumer's decision while purchasing fast food from an International Fast Food 
Chain in India. 


While Analyzing results of the survey about Learning as a Psychological Factor 
influencing consumer's decision while purchasing Fast Food from an Interna- 
tional Fast Food Chain, the researcher concluded that Learning did not affect the 


decision of 12 respondents (8% of the cases), however for 56 respondents 
(37.33% of the cases) Learning was an important factor which affected the con- 
sumer's decision while purchasing fast food from an International Fast Food 
Chain in India. 


While Analyzing results of the survey about consumer's attitude as a Psychologi- 
cal Factor influencing consumer's decision while purchasing Fast Food from an 
International Fast Food Chain, the researcher concluded that consumer's attitude 
did not affect the decision of 47 respondents (31.33% of the cases), however for 
44 respondents (29.33% of the cases) consumer's attitude was an important fac- 
tor which affected the consumer's decision while purchasing fast food from an 
International Fast Food Chain in India. 


Personal factors that influence Consumer behavior: 

A buyer's decisions are also influenced by personal characteristics such as the 
buyer's age, occupation, lifestyle, economic status, personality, life-cycle stage 
and self-concept. The emotional attitude of the buyer towards the product or ser- 
vice can be gauged by the way he selects the product or service and makes deci- 
sions. 





Table 4. Personal Factors Affecting Consumer Behavior | 




















Leisure Time Constraint Social/Professional meetings 
Frequency Valid Percent Frequency Valid Percent Frequency Valid Percent 
1 | 30 20 15 10 62 41.33 
2 12 8 13 8.66 Pps 14.66 i 
ae 10 6.66 | 7 11.33 | 20 13.33 
4 26 173 23 15.383 IS 10 
S) 72 48 82 | 54.66 31 20.66 / 
Total 150 100 150 100 150 100 





























While Analyzing results of the survey about leisure as a Personal Factor influenc- 
ing consumer's decision while purchasing Fast Food from a International Fast 
Food Chain, the researcher concluded that leisure did not affect the decision of 30 
respondents (20% of the cases), however for 72 respondents (48% of the cases) 
leisure was an important factor which affected the consumer's decision while pur- 
chasing fast food from an International Fast Food Chain in India. 


While Analyzing results of the survey about time constraint as a Personal Factor 
influencing consumer's decision while purchasing Fast Food from an Interna- 
tional Fast Food Chain, the researcher concluded that time constraint did not 
affect the decision of 15 respondents (10% of the cases), however for 82 respon- 
dents (54.66% of the cases) time constraint was an important factor which 
affected the consumer's decision while purchasing fast food from an Interna- 
tional Fast Food Chain in India. 


While Analyzing results of the survey about social/professional meetings as a 
Personal Factor influencing consumer's decision while purchasing Fast Food 





International Education & Research Journal [[TERJ] 


from a International Fast Food Chain, the researcher concluded that 
social/professional meetings did not affect the decision of 62 respondents 
(41.33% of the cases), however for 31 respondents (20.66% of the cases) 
social/professional meetings was an important factor which affected the con- 
sumer's decision while purchasing fast food from an International Fast Food 
Chain in India. 


Social Factors that Influence Consumer Behavior: 

The consumer behavior is also influenced by social factors, such as family, small 
groups, social roles and status. This set of external factors affecting consumer 
behavior comprises social factors, which influence the decision of the consumer 
while purchasing fast food from International brands. Different situative condi- 
tions are known to have a deep impact on consumer attitude and behavior. The 
situative condition impacted by communications may be personal and indirect. 
Personal communication has a direct impact on the consumer. Indirect communi- 
cation is incorporated in the form of marketing communications 1.e. advertising, 
booklets, publications, etc. 


aS 
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Table 5. Social factors affecting Consumer Behavior 


Peer Pressure 


Frequency Valid Percent Frequency 


Living Standard 


Social Status 


Valid Percent Frequency Valid Percent 




















Total 150 100 150 











While Analyzing results of the survey about peer pressure as a Social Factor 
influencing consumer's decision while purchasing Fast Food from an Interna- 
tional Fast Food Chain, the researcher concluded that peer pressure did not affect 
the decision of 17 respondents (11.33% of the cases), however for 31 respon- 
dents (20.66% of the cases) peer pressure was an important factor which affected 
the consumer's decision while purchasing fast food from an International Fast 
Food Chain in India. 


While Analyzing results of the survey about living standard as a Social Factor 
influencing consumer's decision while purchasing Fast Food from a Interna- 
tional Fast Food Chain, the researcher concluded that living standard did not 
affect the decision of 42 respondents (28% of the cases), however for 8 respon- 
dents (5.33% of the cases) living standard was an important factor which affected 
the consumer's decision while purchasing fast food from an International Fast 
Food Chain in India. 


While Analyzing results of the survey about social status as a Social Factor influ- 
encing consumer's decision while purchasing Fast Food froma International Fast 
Food Chain, the researcher concluded that social status did not affect the decision 
of 22 respondents (14.66% of the cases), however for 83 respondents (55.33% of 
the cases) social status was an important factor which affected the consumer's 
decision while purchasing fast food from an International Fast Food Chain in 
India. 


CONCLUSION AND DISCUSSION: 

From the current study the researcher concluded that Consumer behavior is 
affected by the situations as well as by the consumer himself, i.e. both by Internal 
as well as external factors. However internal factors such as age, gender, income, 
interests, Learning, attitude etc. do not play a very major role when a consumer 
heads to purchase fast food an international fast Food Chain. 


Comparatively, external factors such as peer pressure and social status appear to 
be more dominating while making a purchasing decision. External factors are 
unpredictable and are influenced not only by the consumer's economic situation 
but also by the people around him and also by the flow of information. 


LIMITATIONS OF STUDY: 

(1) The present study was based on Primary data collected from sample con- 
sumers by survey method. Many of the consumers furnished from their mem- 
ory and experience and hence the collected data is subject to recall bias. 


(2) The study was confined to Lucknow city and thus the findings may not be 
applicable to other cities as a vast difference exists among consumers with 
regard to Psychological and Demographic Characteristics. 
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